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WINTER RESULTS & RECAP
2009-10 WINTER CAMPAIGN
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+ Print: 
– Nov. 1, 2009 – Feb. 28, 2010

+ Online: 
– Oct. 15, 2009 – Feb. 28, 2010

+ Central Park Event: 
– September 23, 2009

WINTER OVERVIEW: Timing
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WINTER OVERVIEW: Media Budget

+ National Online: $664,990
+ National Print: $259,555
+ Central Park Film Event: $15,000

+ TOTAL MEDIA: $939,545
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ONLINE OVERVIEW 
Winter 09-10 Recap Report
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WINTER ONLINE PARTNERS

+ Portal Site
– Yahoo! (Including Yahoo! Network)

+ Premium Content/Travel Enthusiast
– Discovery (Travel Channel, Discovery and How Stuff Works)
– National Geographic
– Tripadvisor

+ Enthusiast
– Ski
– Skiing
– Freeskier (Freeskier and Snowboard-mag.com)
– Away Network (Away.com and Outside)
– Matador
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ONLINE BUDGET
+ National Online, MTOT’s total buy: $664,990

– MTOT spend: $609,382.50
– Co-op spend: $55,607.50*

• Glacier Country: $5,304.00
• West Yellowstone Chamber: $696.00
• Whitefish CVB: $7,750.00
• Big Sky CVB: 19,535.00
• Bozeman CVB: $16,072.50
• Yellowstone Country: $6,250.00
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OVERALL PERFORMANCE
+ Campaign delivered at 125%  
+ MTOT Placement Click Through delivered strongly over standard 

industry average (0.10%) at 0.15%
+ Ground-breaking creative executions

Planned Impressions: 42,937,327
Delivered Impressions: 53,607,983
Percent Delivered: 125%
CTR: 0.15%*

* Industry Standard: CTR .10 Source Point Roll



Office of Tourism, Department of Commerce • June 2010

SITE BY SITE PERFORMANCE
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CAMPAIGN HIGHLIGHTS: NAT GEO
Nat Geo Sweepstakes & Microsite
+ Sweepstakes:

– Total Entries = 20,143
– # of Opt-in's "to receive more info" = 3,938
– # who have visited Montana before = 5,326
– # of Referrals given = 1,834

+ Microsite: 
– # of Page Views = 135,501
– Average Time spent on the entire microsite =  

3:12 minutes
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CAMPAIGN HIGHLIGHTS: NAT GEO
Nat Geo Sweepstakes & 

Microsite
+ Consumers spent on average 2:30 

minutes with the brand on the Entry 
portion of the site

– On the high end of the NG standard 
range of 1:40 – 2:30 minutes

+ Over 30% of consumers referred to 
the promotion by a friend came and 
registered for the sweepstakes

– Average NG metric range of 8%-24% is 
for a sweepstakes program

– We beat the NG average!

+ Overall above-average performance
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+ Winter demo: http://demo.pointroll.net/content/demos/
khuyen/Demos/manvswild/manvswild.html 

CAMPAIGN HIGHLIGHTS: Dig@torial

http://demo.pointroll.net/content/demos/khuyen/Demos/manvswild/manvswild.html
http://demo.pointroll.net/content/demos/khuyen/Demos/manvswild/manvswild.html
http://demo.pointroll.net/content/demos/khuyen/Demos/manvswild/manvswild.html
http://demo.pointroll.net/content/demos/khuyen/Demos/manvswild/manvswild.html
http://demo.pointroll.net/content/demos/khuyen/Demos/manvswild/manvswild.html
http://demo.pointroll.net/content/demos/khuyen/Demos/manvswild/manvswild.html
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CAMPAIGN HIGHLIGHTS: Dig@torial
+ The dig@torial out 

performed standard 
media and engaged 
consumers

+ Statistics:
– Of 174,533 ad 

expansions, 3.8% 
interacted with the 
Montana branded 
panel

2,073 clicks to 
expand

4,575 clicks to 
expand
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CAMPAIGN HIGHLIGHTS: Dig@torial

Interaction Rate
8% Higher

Brand Interaction 
Time

100% Higher

Panel CTR
106% Higher

Comparative PointRoll Benchmarks:

Dig@torial Performance:
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SITE TAKE AWAYS: YAHOO! 
+ Yahoo! behavioral targeting was a 

high performer for most placements
– Yahoo! Network Travel BT over 

delivered by almost double
+ CTR appears highest for 300x250 

placements across Yahoo!
– Y! Travel Montana Destination Guide 

300x250 was the best performing 
placement for Yahoo! with a CTR of 
0.74%

+ Travel endemic placements performed 
the highest

+ Yahoo! collected 23% of total post 
impression activities as the second 
highest performing property 
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SITE TAKE AWAYS: DISCOVERY 
NETWORKS
+ Dig@torial performed extremely well on 

Discovery, Travel Channel & How Stuff 
Works

+ Pre-roll video garnered impressive CTR 
averaging 1.0% 

+ Targeted media for destination channels 
and travel were also high performers

+ ROS 300x250 highest CTR in comparison 
to other standard placements
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SITE TAKE AWAYS: NATIONAL 
GEOGRAPHIC
+ One of the highest performers in 

terms of average CTR across all 
properties at 0.22%

+ “Experience Montana” Microsite 
delivered high CTR at an average 
of .83%

+ Video pre-roll ROS and Travel & 
Culture performed very highly, over-
delivering on impressions and 
garnering CTRs over 1.0%

+ Traveler Magazine rotation not as 
successful as expected

– Slightly under delivered with a lower 
CTR than average of site
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SITE TAKE AWAYS: MATADOR NETWORK

+ Delivered in full in terms of guaranteed 
impressions

+ Lower site average CTR of 0.10% in 
comparison to campaign average of 
0.15%

+ Both placements, 300x600 and 
300x250, performed relatively similar

*Site not measured in Comscore
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SITE TAKE AWAYS: TRIP ADVISOR
+ Montana Destination Pages 

inspired the highest CTR
– 728x90 trumped even the 

300x250 for this site across all 
placements

+ Western Ski Destination 
placements performed well

+ The TA/Virtual Tourist/TravelPod 
network rotation placements had 
a lackluster performance, under 
delivering with lower CTRs

+ Montana Fixed Sponsorship 
(Montana destination overview 
pages) garnered highest CTR 
for the property at 1.60%
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SITE TAKE AWAYS: AWAY NETWORK
+ Delivered slightly under overall 

guarantee at 95.34%
+ Destination Content Targeting (MT, 

ID, WY, ND, SD, OR, WA ) did not 
garner expected traffic at 82% 
overall delivery, dragging down total 
delivery for site

– However, destination specific 
placements had the second highest 
average CTR of the site at 0.12%

+ Travel Section 300x250 and 728x90 
garnered highest CTR of the site at 
0.20% and 0.15% respectively

+ 728x90 placements were the 
highest performers in terms of CTR

– Possibly due to below the fold 
placement of 300x250s
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SITE TAKE AWAYS: SKI/SKIING
+ Ski & Skiing Travel Section 

Background Skin delivered 
extremely well, collecting nearly 
four times the guaranteed 
impressions

+ SkiMag placements averaged 
a CTR of 0.10%

– Both 728x90s and 300x250s 
performing roughly the same with 
in regards to CTR

+ While site over delivered in 
terms of standard media, 
e-blasts did not garner as many 
impressions as guaranteed 
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SITE TAKE AWAYS: FREESKIER & 
SNOWBOARDING MAGAZINE ONLINE

+ Snowboard Mag ROS 
placements did not perform 
well, under delivering by 
almost 35%, hence dragging 
down the overall delivery

+ FreeSkier TV pre-roll, video 
podcast & SBTV pre-roll over 
delivered by an average 
16.8%

*Sites not measured in Comscore
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CREATIVE PERFORMANCE BY SIZE

+ Premium Video captivated audiences and lead to very strong CTR across 
Discovery and Nat Geo

+ Montana themed sections of Nat Geo and Trip Advisor delivered strongly 
possibly due to contextual relevance

+ 300x250 Units delivered significantly stronger than other traditional units, 
perhaps because of better ability to convey picturesque scenery within a 
traditional frame
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Creative Performance by Type
+ Visually striking images of 

National Parks and Wildlife 
out perform even 
expandable advertising

+ Niche Ski and Snowboard 
creative seem to only 
resonate with a select 
audience, causing the CTR 
to dwindle

+ Co-op CTR are also 
smaller in comparison 
though over perform the 
industry standard of .10%

Creative Group Total CTR

Glacier Subtotal: 0.21%

Yellowstone Subtotal: 0.21%

Wildlife Subtotal: 0.21%

Expandable Subtotal: 0.18%

Ski Subtotal: 0.12%

Co-op Subtotal: 0.12%

Snowboard Subtotal: 0.07%
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ACTIVITY BREAKDOWN BY SITE

+ More focused Travel specific informational sites lead the pack in producing maximum 
activity post click on VisitMT.com leading us to believe that users more actively seeking 
information related to travel and destinations may be found on travel specific sites

+ Discovery and Nat Geo rank low on inspiring activities, though special units on these 
sites allowed users an interactive experience of the brand without having  to actually 
click through to explore and learn about Montana

+ More Niche sites related to winter sports may have resulted in less activity due to a more 
limited audience that may or may not consider Skiing or Snowboarding as an activity 
they would like to participate in
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ONLINE OPTIMIZATIONS
+ Rely more heavily upon 300x250 placements to inspire more site traffic to 

VisitMT.com
+ Avoid newsletters and e-blast as means of mass reach

– Pursue as added value only
+ Continue to pursue behavioral targeting within network buys
+ Refine focus to more contextual travel and Montana specific areas of partner 

sites
+ Opt outs: Traveler Mag placements; Matador Site Placements; Snowboarding 

Site Placements; Trip Advisor Network (Virtual Tourist & TravelPod)
+ Pursue more skins and site takeovers where available
+ Front load winter flight with heavier weight in October-December

– Possibly start flight one monthly prior in September
+ Continue focus on wildlife and natural park scenery in creative 

– Less of a nod to ski and snowboard related creative
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DIGITAL SUMMARY
Winter 09-10 Recap Report
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WINTER ONLINE: Summary  
All sites successfully drove traffic to the site, at or significantly above the standard 
benchmark, with an overall campaign CTR average of 0.15%
• Large majority of partners meet or exceed CTR benchmark of 0.10% 
• Discovery and Nat Geo more than doubled the standard CTR and Trip Advisor, Yahoo, and Travel 

Channel also outperformed at roughly 0.15%
• Freeskier/Snowboard and How Stuff Works underperformed at 0.07% and 0.09% respectively

Campaign delivered 100% in full by campaign end date of 2/28
• Discovery and Travel Channel run through warm season which accounts for their lower delivery rates
• How Stuff Works significantly over-delivered due to the success of the Dig@torial
• Freeskier/Snowboard under-delivered by 19%
• After excluding Discovery and Travel Channel guarantees (which include WS placement), campaign 

over-delivered at roughly 120% of total guaranteed impressions

High-profile executions, such as the Dig@torial & the Nat Geo microsite, exceeded industry 
standard benchmarks and provided MTOT with an abundance of brand interaction time
• Consumers spent an average of 2:30 with Nat Geo microsite and 345 hours viewing videos on the 

Dig@torial
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WINTER ONLINE: Summary 
Trip Advisor continues to lead the sites in generating the large majority of post-click and 
post-impression activities, followed by Yahoo!
•82% of total activities led consumers to the Exploration and Travel pages of visitmt.com
•The lower amount of post-click activities on Discovery sites may be due to users getting most of their information fill via 
the Dig@torial that lives on the site
•It seems that sites targeting users further down the purchase funnel (i.e. Trip Advisor / Away Network) are garnering the 
most thorough exploration of visitmt.com (per impression served)

Expandable banners generated nearly 18,000 consumer interactions with interaction rates 
meeting industry standards
• Expandables are not garnering the best overall banner CTR in comparison with visually striking static ads because 
consumers are engaging with an interactive brand experience without having to click through

Discovery/HSW/Travel Channel Dig@torial was a ground-breaking execution for both 
MTOT and the site partners
•174,533 people have expanded the Dig@torial and interacted with Montana
•The Dig@torial has more than doubled the industry average CTR to visitmt.com (vs Pointroll benchmarks for this type of 
ad unit)
•Users have spent 345 hours viewing the 4 high-def videos
•Interaction rates with the unit are 44% higher than the Travel & Tourism industry average and Brand Interaction is 132% 
higher
•The highest video completion rates were achieved by the MTOT supplied video (may be due to shorter video length)
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PRINT OVERVIEW 
Winter 09-10 Recap Report
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PRINT OVERVIEW: Approach

+ Focus consideration set on top 3 categories (Airline, Outdoor 
Recreation, Travel)

– Use targeted publications that fit within the mindset of travel/activities
– Cost of running wide variety of categories is too high for budget

+ Spending budget with a few core publications will allow us to 
maximize our presence and added value opportunities

– Will also consider potential for a small schedule in additional related publications
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PRINT OVERVIEW: Partners

+ Travel 
– Aruthur Frommer’s Budget Travel
– National Geographic Traveler

+ Airline
– Delta Sky

+ Outdoor Recreation
– Backpacker
– Outside
– Skiing
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PRINT OVERVIEW: Media Budget
+ National Print, MTOT: $259,555
+ National Print, Co-op participation: $0
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PRINT DETAILS
Winter 09-10 Recap Report
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PRINT ADS

Arthur Frommer’s Budget Travel:
+ Circulation: 675,000
+ Size: Full page
+ Issue: Dec/Jan
+ Editorial Content: Road Trips
+ Position: Page 42, LHP, 

Opposite Road Trip Section
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Nation Geographic Traveler:
+ Circulation: 715,000
+ Size: ½ page spread
+ Issue: Nov/Dec
+ Editorial Content: 

Winter Sports Section
+ Position: Page 90-91, 

opener to “Winter Sports” section
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PRINT ADS
Nation Geographic Traveler:
+ Circulation: 715,000
+ Size: Full Page
+ Issue: Jan/Feb
+ Editorial Content: 

Annual Photo issue
+ Position: Page 15, RHR, 

opener to “Smart Traveler” section
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PRINT ADS
Delta Sky:
+ Circulation: 615,000
+ Size: Full page
+ Issue: December
+ Editorial Content: Special Ski Section
+ Position: Page 116-117, RHR, 

advertorial spread within “Sky” section
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PRINT ADS

Backpacker:
+ Circulation: 340,000
+ Size: Full page
+ Issue: November
+ Editorial Content: 

National Parks Feature
+ Position: Pages 28, 

(advertorial, LHP) & 29 (brand ad, RHP)
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PRINT ADS
Outside:
+ Circulation: 

675,000
+ Size: 

Full page 
spread

+ Issue: 
November

+ Position: 
Page 4 & 5 with 
TOC on page 6
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PRINT ADS
Skiing:
+ Circulation: 300,000
+ Size: Full page
+ Issue: 

– November, January
+ Editorial Content: 

– November: Best Destinations Exposes
– January: Extreme Road Trips

+ Position: 
– November: Page 83, within Turner 

Mountain Montana feature
– January: Inside cover (added value)
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PRINT: Advertorials, Added Value
Nation Geographic Traveler
+ Circulation: 715,000
+ Issue: Nov/Dec
+ Position: Page 

90-91, opener 
to “Winter Sports” 
section
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PRINT: Advertorials, Added Value
Delta Sky:
+ Circulation: 615,000
+ Issue: December
+ Position: Page 116-117, RHR, 

advertorial spread within “Sky” section
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PRINT: Advertorials, Added Value
Backpacker:
+ Circulation: 340,000
+ Issue: November
+ Position: Pages 28, 

(advertorial, LHP) & 
29 (brand ad, RHP)
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PRINT: Advertorials, Added Value
Skiing:
+ Circulation: 300,000
+ Issue: January
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CAMPAIGN UPDATES
2010 WARM SEASON NATIONAL & KEY MARKET 
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CAMPAIGN UPDATES

+ FY10-11 Montana Tourism Strategies deck
+ Overview of current campaigns & creative samples at 

www.travelmontana.mt.gov/ConsumerMarketing
+ NATIONAL: Special sections in The New Yorker, National 

Geographic Traveler, and Audubon
+ KEY MARKET: Images of out-of-home placements, radio 

spots, online banners

http://www.travelmontana.mt.gov/ConsumerMarketing
http://www.travelmontana.mt.gov/ConsumerMarketing
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KEY MARKET

+ Out-of-Home
+ Radio
+ Online
+ www.travelmontana.mt.gov/consumermarketing 

http://www.travelmontana.mt.gov/consumermarketing
http://www.travelmontana.mt.gov/consumermarketing
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GET LOST (IN MONTANA)
2010 WARM SEASON IN-STATE CAMPAIGN
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WARM SEASON IN-STATE CAMPAIGN

+ Execute an in-state campaign that encourages travel 
throughout Montana by Montanans
– Glacier National Park
– Yellowstone National Park
– Montana’s High Plains

+ Target audience: Montanans
– Variety of activity levels and interests
– Very passionate about the state
– Share a fervent desire for open spaces, room to breathe, spectacular 

scenery

+ Timing: April – September
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CAMPAIGN OBJECTIVES

+ Build awareness of what Montana has to offer to 
Montanans

+ Increase travel in Montana by Montanans
+ Maintain momentum for Montana’s High Plains
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THE CONCEPT
2010 IN-STATE CAMPAIGN



Office of Tourism, Department of Commerce • June 2010

“People travel to faraway places to 
watch, in fascination, the kind of 
people they ignore at home.” 

--Dagobert D. Runes
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CAMPAIGN COMPONENTS
GET LOST

Website + 
Incentives TV Print Radio PR Experientia

l Art Show

Emotional = Red
Urgency = Green
Both = Blue
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GETLOSTMT.COM

+Cornerstone of the in-state campaign
+ Increase awareness of what Montana has to offer by 

collecting new user-generated content through an 
incentive-driven forum 

+ Inspire and encourage consumers to “hit the road” and 
then share their experiences
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GETLOSTMT.COM

+Website features include:
+ An interactive, online gallery of stories and moments that relate to 

locations within Montana 
+ Users can explore, contribute content and lay claim to locations 
+ Submitted content includes written word, photos, video or a 

combination of all of these 
+ Features an interactive map that allows searching and browsing of 

other people’s stories 
+ Showcases travel ideas for each Montana region
+ Allows sharing of stories through social media applications 
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GETLOSTMT.COM
+ Incentives to share stories include:

+ Grand prize: Win a Montana Dream Trip for submitting your MT photo, 
video and/or written story 

+ Secondary prizes: 3 free iPads 
+ Kick-off incentive: First 100 submissions receive Get Lost T-shirt
+ Ongoing incentive: Two free T-Shirts given away weekly
+ Sweepstakes ends mid-September
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DRIVING TRAFFIC TO 
GETLOSTMT.COM
+ Media: Total Budget = $237,737

– TV: $110,999
– Print: $106,411 (MTOT: $62,264; Co-op Partners: $44,147)
– Radio: $20,327

+ Placement in five media markets
– Billings, Butte-Bozeman, Great Falls, Helena, Missoula

+ Timing: April 1 – Sept 12
+ T-Shirts and bumper stickers
+ Traveling Photo Display
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TRADITIONAL MEDIA
NEWSPAPER + PUBLIC RADIO + TV 
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IN-STATE OVERVIEW-PRINT AND 
RADIO
+ Newspaper

– B/w, 1/16, 1/4 and 1/2 tabloid ads and classifieds will run in the 
main dailies.

– Purpose is to get Montanans to travel that week by giving them 
information on something to do/somewhere to go; they will be 
driven to the website for more information and ideas.

– Co-op partners can include their information and a unique URL/
landing page will be set up for them based on their information.

+ Radio
– Yellowstone Public Radio and Montana Public Radio.
– Drive traffic to website for more information.
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NEWSPAPER

+ 24 consecutive weeks of newspaper ads.
+ Once-weekly runs will include an ad in all of the following 

newspapers:
– Great Falls Tribune (Sunday-Travel Section; Tabloid)
– Missoula Independent (Thursday)
– Bozeman Daily Chronicle (Thursday-Travel Section)
– Daily Inter Lake
– Montana Group (Sunday & Thursday)

• Billings Gazette (Sunday-Travel Section)
• Butte Montana Standard (Sunday)
• Hamilton Ravalli Republic (Thursday)
• Helena Independent Record (Sunday)
• Missoula Missoulian (Sunday)
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NEWSPAPER 
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NEWSPAPER 
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NEWSPAPER 
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PUBLIC RADIO SPONSORSHIP
YELLOWSTONE PUBLIC RADIO STATION READS



Office of Tourism, Department of Commerce • June 2010

TRADITIONAL MEDIA
TELEVISION 
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ALTERNATIVE MEDIA
SWAG + RETAIL + POSTERS + EVENTS 
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T-SHIRTS
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BUMPER STICKERS – FRONT SIDE
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BUMPER STICKERS – BACK SIDE
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RETAIL PARTNERSHIPS
GET LOST (IN MONTANA)
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TRAVELING PHOTO DISPLAY
+ Create traveling art show of Montana photography
+ Display at existing venues including:

+ Farmers markets, National Folk Festival, etc.
+ Final locations TBD

+ Hand out free bumper stickers at traveling display
+ Entice people attending to submit their Montana story
+ Looking for volunteers & events to man display throughout 

summer
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Thank you.

This presentation will be available online at: 
www.travelmontana.mt.gov/research/staffpre.asp 

Or Contact: 
Katy Peterson

Consumer Marketing Manager
Montana Office of Tourism

kapeterson@mt.gov
406-841-2870

http://www.travelmontana.mt.gov/research/staffpre.asp
http://www.travelmontana.mt.gov/research/staffpre.asp
mailto:kapeterson@mt.gov
mailto:kapeterson@mt.gov

